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FORECASTING THE PRICE OF GOLD: AN ERROR CORRECTION APPROACH
Kausik GANGOPADHYAY, Abhishek JANGIR and Rudra SENSARMA
India is a major gold consuming country and
the demand from India is acknowledged to
be a signiﬁcant factor in determining
international gold prices. We submit that
this paper is the ﬁrst of its kind to develop a
model for explaining and forecasting gold
prices in India.
Gold is regarded as a good hedge both
against inﬂation as well as the fall in value
of other assets. Some factors that inﬂuence
gold prices are inﬂation, exchange rate,
bond prices, market performance,
seasonality, income, oil prices, and business
cycles. While these factors are expected to
work in India as in other countries, there is
an additional role of gold that may not be
relevant elsewhere and has been hitherto
ignored in literature. Indians buy gold not
just for investment, but also for personal
reasons, to be used as a luxury good. If this
reason to buy gold is signiﬁcant, then higher
affordability should lead to increased
demand and therefore higher price for gold.
We capture this wealth effect through the
stock market index.
Our time series (April 1990 to August 2013)
variables are non-stationary. We use a
cointegrating framework, that is, vector
error correction approach, to model and
forecast the price of gold. The stock market
index has a negative relationship with gold
price contradicting the argument for gold
being a luxury good but supporting the role
of gold as a portfolio hedge. Oil price and
exchange rate have negative relationships
with gold price implying that gold is a good
hedge against oil and the dollar as an
investment. The consumer price index has a
positive relationship with gold indicating
that gold is a good inﬂation hedge.
We afﬁrm robustness of the results of our
exercise. The predictive capacity of our
error correction model beats alternative
speciﬁcations such as the random walk,
using different sub-periods and forecasting
horizons.
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THE IMPACT OF CUSTOMER-BASED BRAND EQUITY ON THE OPERATIONAL PERFORMANCE OF FMCG COMPANIES IN INDIA
Bijuna C. MOHAN and A.H. SEQUEIRA
Measurement of brand equity is critical to
meeting the big challenge of performance
for companies in the Indian fast moving
consumer goods (FMCG) industry.
One of the main challenges lies in the
quantiﬁcation of brand equity and its
components. This study investigates the
impact of brand equity on the operational
performance of businesses in the FMCG
industry.
The study adopts a mixed research
approach of both descriptive and
exploratory types. The descriptive approach
was used to measure the perceptions of
FMCG consumers on the various dimensions
of brand equity. A sound theoretical
framework was developed prior to the
collection of data.
The study adopted judgment sampling to
obtain the responses from FMCG consumers.
Through survey, 826 ﬁlled-in questionnaires
were collected from FMCG consumers in ﬁve
major cities in India. The samples focussed
on two aspects: a sample of brands (stimuli)
to be selected from the entire set of FMCG
brands, and a sample of FMCG consumers.
Data was analysed using both descriptive
and inferential statistics.
It was observed that correlation was
moderate between brand equity and
operational performance of business. The
ﬁndings also indicated that consumer based
brand equity for FMCG consists of four
dimensions: brand association, brand
loyalty, perceived quality, and brand
awareness. Brand association was the most
important source of brand equity and brand
awareness had the least effect on brand
equity. The practical implication of this
research is that brand equity has to be
effectively managed for improved
operational performance.
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